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ABSTRACT 
 
 
 
  Monthly giving programs have proven to be successful ways for nonprofit 
organizations to increase revenue, diversify funding and develop donor relations.  
These programs are not frequently used by nonprofit art organizations but are 
successfully used by a variety of organizations with non-arts focused missions.  
Research shows that monthly giving programs can be beneficial to all types of 
organizations and fit in clearly with fundamental fundraising theories and ideas 
behind donor relations.  Evaluation of existing programs as well as statistics from 
monthly giving in the arts outside of the United States show no inherent 
boundaries for arts organizations to utilize monthly giving campaigns.  Reviewing 
information provided by museums throughout the United States and focusing 
specifically on art museums reiterated this finding. Further study should be 
conducted with a larger sample set to determine and with other types non-museum 
arts organizations to determine if this information holds true.    
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INTRODUCTION 
 
 
 
  Nonprofit art organizations demonstrate their ability to execute complex 
and multi-faceted fund raising campaigns, in many cases as successful, if not 
more than their non-arts counterparts.  However, one area in fundraising that is 
trending upwards has been largely overlooked by the nonprofits arts sector; that 
trend is monthly giving programs.  Monthly Giving campaigns have proven to be 
extremely successful for organizations of varying budgets, sizes and mission 
priorities by helping to increase funds, acquire new donors and develop strong 
relationships with their supporters.  The purpose of this study is to create an 
understanding as to why nonprofit arts organization, specifically art museums, 
have not capitalized on this trend, and whether or not there is a valid case for 
them to do so. 
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PURPOSE STATEMENT 
 
 
 
The purpose of this study is to show that monthly giving is a development 
trend that the nonprofit arts sector can and should utilize to increase their funding 
sources.  Monthly giving has been utilized successfully by many nonprofit 
organizations to increase funds, raise awareness, cut administrative costs, gain 
support and establish long-term relationships with donors.  Despite the benefits 
connected with creating monthly giving campaigns, most art organizations have 
neglected to utilize this fundraising tool in the same capacity that other types of 
nonprofits have.  Through research about best practices in monthly giving, 
analyzing several successful, long-term monthly giving campaigns outside of the 
arts, and a greater understanding of the fundamental principle behind this trend, it 
will become clear that monthly giving programs are an option that should be 
taken advantage of by more art organizations.  Moreover, the research into these 
cases will also provide guidelines for the arts to establish their own effective and 
financially successful monthly giving campaigns.   
This fundraising technique has great possibilities for nonprofit arts 
organizations, and during times of fiscal difficulty, or an uncertain economy, it 
can provide steady and consistent levels of giving.  Additionally, monthly giving 
campaigns will open the doors for new donors who have previously not been able 
to give at a higher level, through enabling them to spread their gift out over a 
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manageable amount of time.  Essentially, this program is well suited for both the 
organization and the donor, and will maximize relationships between the two 
groups.  For art museums that have by and large not utilized this method, monthly 
giving will help them develop stronger relationships with their constituents, which 
is a crucial aspect of donor relations and should be a primary goal of any 
nonprofit development office. These programs have shown to be very financially 
rewarding for organizations that utilize them in the correct way.  Since art 
organizations have proven that they can be just as successful as other nonprofits 
in traditional fundraising methods, such as annual funds, planned giving or capital 
campaigns, there is no reason for them to ignore this important trend. 
Both qualitative and quantitative research components will be utilized to 
determine the plausibility of such a campaign for an art museum.  A review of 
research and theories on the subject of monthly giving and on the subject of 
nonprofit arts fundraising will prove critical in determining whether there can be 
overlap between the two areas.  This information will highlight the best practices 
of fundraising in the arts and the best practices for running a monthly giving 
campaign as well as show how and why these tactics have worked in the past.  By 
reviewing best practices in donor relations the case for a monthly giving 
campaign as an effective tool will become clear.   Organizational statistics and 
information from three organizations that run successful monthly giving programs 
will also be critical to show that a variety of organizations can have success with 
such campaigns.  Gathering information from some of the country’s leading art 
museums will provide the final quantitative research piece.  Survey results and 
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fundraising program statistics will provide a brief analysis of the individual giving 
opportunities available through these art museums, and will show that this tactic 
could be most beneficial. 
Since there is little literature on the specific topic of monthly giving in arts 
organizations, survey results and research into specific organizations will prove 
critical to finding an accurate conclusion that can be utilized by these 
organizations, showing whether or not this type of fundraising may be successful.  
The quantitative research used is a survey which will take into consideration 
statistics gathered from museums to determine if these organizations use a 
monthly giving program and the reasons for doing so.  Surveying a wide variety 
of museums in terms of budget, geographic location and mission, will be critical.  
Because art and non-art museums have similar structures, using museums as a 
benchmark will help differentiate if this is an issue related to missions focused on 
art or more widely spread throughout the humanities.  This piece will help 
determine if there are any barriers to establishing a monthly giving campaign 
(since none have been determined through qualitative methods) for art 
organizations and what those might be. There are many types of organizational 
situations that will not be suited for this type of campaign, but by gathering this 
data, it should become clear that these are not situations which are inherent to the 
arts.   
Since a significant piece of this research is dependent upon survey 
respondents, the end result could vary greatly, however information from museum 
websites will prove helpful to get an overview of the situation.  Through a review 
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of valid and current research it will be shown that as long as an organization has 
certain aspects in line, any organization should be able to implement and run a 
successful campaign.  One issue that might be encountered is that museums have 
other programs in place which they feel might be more fruitful than monthly 
giving.  This issue, if it arises, will certainly prove to be challenging since many 
museums rely heavily upon major gifts and planned giving.  However, the study 
should ultimately show that monthly giving is feasible since one of its primary 
benefits is that it serves as a stepping stone for donors.  Individuals inclined to 
donate monthly are most likely those who are not in the position to make a major 
gift or be making estate plans currently, but would likely do so in the 
future.  Another potential issue is that museums rely heavily upon 
memberships.  Monthly giving, like all aspects of individual giving, is based upon 
the idea that the donor receives nothing in return for their gift, which should help 
to show that even if a membership plan is in place, monthly giving is still, if not 
more of, a viable option.  This thesis should serve as encouragement for arts 
organizations, with the proper institutional systems in order, to look at monthly 
giving as a plausible and extremely beneficial piece of their overall development 
strategy. 
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REVIEW OF LITERATURE 
 
 
 
 There is currently very little research on the specific topic of monthly 
giving for art museums, so it will be crucial to review literature which discusses 
the aspects of a monthly giving campaign: what an organization needs to create 
and sustain a successful campaign, how to create a campaign and why monthly 
giving campaigns are so beneficial.    
  The literature reviewed will answer key questions that are presented in this 
study.  Most importantly: Why have monthly giving programs proven successful 
for non arts organizations?  How have these organizations found success through 
monthly giving? Why would any organization want to institute a monthly giving 
program? The answers to these questions will show that the fundamental aspects 
of monthly giving are in line with commonly held beliefs in arts fundraising.   
  The first question will be answered through Harvey McKinnon’s text, 
Hidden Gold: How Monthly Giving will build donor loyalty, boost your 
organization’s income and increase financial stability which focuses solely on 
creating and sustaining successful monthly giving programs.  McKinnon first 
covers the fundamentals of monthly giving and what an organization must first 
have in place before they establish a monthly giving program.  The text also 
addresses the many benefits, beyond increased fundraising, that are a direct result 
of monthly giving. Supplemental articles from The Chronicle of Philanthropy and 
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other nonprofit fundraising sources available online will also provide insight into 
monthly giving programs. 
  Monthly giving programs solicit donations that are broken down on a 
monthly basis.  The amounts donated per month are often small, 10 to 25 dollars, 
yet add up to a larger amount, through the total yearly contribution (McKinnon).  
Today, most of these programs are set up electronically, so that funds are 
automatically debited from the supporter’s credit or debit card, or money is 
withdrawn directly from the supporter’s bank account through Electronic Funds 
Transfer (EFT).  Monthly giving programs have been established in nonprofits 
successfully across the board, providing important benefits for environmental, 
activist, human services and relief organizations (Non Profit Times). 
  Monthly Giving, like any other type of fundraising, has requirements and 
best practices.  Although, since this trend is rather new, there is not yet a 
“standard practice” for managing and promoting this type of campaign (Ewald, 
Matheson).   Many organizations have shied away from monthly giving because 
they believe their donor base would not be interested or they lack the necessary 
resources and time (McKinnon).   However, McKinnon’s book highlights that 
these are in fact, misconceptions.  Through his research McKinnon has found that 
as long as the material is successful and the mission and message are expressed 
effectively, monthly giving programs can work with any type of donor, and any 
type of nonprofit organization.   
  Organizations that feel monthly giving will only give them a small source 
of income, which would not justify the staff time and resources necessary to run 
   
  
8 
 
the campaign, are consistently proven wrong (McKinnon).  When analyzing years 
of monthly giving campaigns, McKinnon has shown that the income and 
relationships generated from these programs have many benefits, which will be 
explained below.  Outside studies, have also shown that organizations that have 
established monthly giving programs, have many long term benefits, which 
drastically outweigh the resources needed for establishment (Hurley).  McKinnon 
also highlights that there are numerous ways to start programs when funds and 
staff resources are low, adjusting the program to the capabilities of the 
organization, without changing the fundamental meaning behind the campaign.  If 
an organization lacks staff time, monthly giving programs can easily be 
contracted out to an experienced consultant.  If an organization lacks funds, they 
should start small, and increase the program as it grows, letting the program pay 
for itself (McKinnon).  However, despite the fact that there is no “standard 
practice” for monthly giving, like there is for annual giving (Ewald, Matheson), 
there are certain necessities which each program must include.  
Monthly Giving Program Necessities 
  There are several necessities which McKinnon lists in order for an 
organization to run a successful monthly giving program, which can be 
accomplished with any budget and staff size.   
1. An organization must value, respect, listen to, and attend to the needs 
of their donors.  This idea is reiterated across the board, and 
highlighted in many documents and texts focusing on fundraising, 
including “The Donor Bill of Rights” (Byrnes). 
2. An organization must have an appealing mission.  Without a strong 
purpose and reason for existence, an organization will be unable to 
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gather both support and funds (Byrnes).  An organization must inspire 
a donor, making them believe their money is being spent on a 
valuable, dynamic cause that has the potential to make a difference. 
3. The organization’s message must be communicated effectively 
through brevity and clarity. The more effectively an organization can 
communicate with its donors through consistent, simple messaging the 
more likely they will be to have success (Panepento). All donor 
correspondence must be “simple, powerful, and emotionally engaging” 
which will help build not only a strong donor/organization 
relationship, but confidence in the organization’s ability to get the job 
done (McKinnon). 
4. An organization must be able to manage the “back end”, the 
processing of the pledges and gift, effectively. The way an 
organization handles a donor’s money mirrors the way an organization 
will handle its programming, and if they are unable to process 
payments, quickly and easily without bothering the donor, it will 
reflect poorly on the organization’s capabilities, and lessen the donor 
retention rate (McKinnon). 
5. Acknowledgements and thanks to the donor must be prompt, regular 
and meaningful. In line with managing the “back-end”, 
acknowledgement to the donor is incredibly essential to the 
sustainability of any fundraising program.  When a donor is 
acknowledged promptly and genuinely, they will be more inclined to 
support the organization again in the future because their dedication 
has been rewarded (McKinnon). 
6. An integrated approach, encompassing multiple channels, must be 
used. These channels can be whatever works best for the organization 
– direct mail, person-to-person, telemarketing, commercials, 
advertisements – so  long as they work together to deliver the message 
and make the ask effectively (McKinnon). 
These six ideas are necessary for nonprofits to foster loyalty among their monthly 
givers, and are responsible for many of the benefits that these programs create. 
Although some of the channels, such as direct mail or person-to-person 
solicitations can be costly, monthly giving is still a viable option for a nonprofit of 
any size.  Smaller groups need to be smarter about their resources and capabilities 
when determining how to create a program (Panepento). An example of such a 
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case will be discussed in further detail. 
  Additionally, nonprofits should commit to researching their donor base so 
that they find the best group for this type of campaign.  While a blanket appeal to 
the entire donor database might prove successful, the most effective campaigns 
are those that match most closely the donor’s needs (McKinnon).  
  Although not necessary, one facet of monthly giving programs that has 
proven successful is creating a specific “group” for those who chose to 
participate.  Many successful monthly giving programs have special names that 
denote the importance of the monthly givers to the organization and to outsiders.  
Donors who give on a monthly basis will receive special “exclusive” benefits, that 
those who give in other areas might not receive (McKinnon).  Naming the 
program also gives brand identity which will start to build as the program 
increases and gains supporters (Non Profit Times). 
Monthly Giving Benefits 
While the majority of a donor base will never become monthly givers, 
organizations can expect to have an average of three to five percent of their 
donors agree to give on a monthly basis (McKinnon).  While this small 
percentage might make establishing such a program not seem worth while, 
McKinnon likens it to planned giving; most donors would neglect to include an 
organization in their will, in fact much less than three percent, yet planned giving 
programs are an essential aspect of nonprofit fundraising, and one that is seen 
frequently in arts organizations.  Despite the low percentage, the benefits of 
monthly giving are tremendous (McKinnon).  The following are reasons why an 
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organization would benefit from adding a monthly giving program to their annual 
fundraising plan.  
1. Monthly givers are more likely to support the organization over a 
longer period of time than annual givers (Non Profit Times, 
McKinnon) which means that monthly givers can become some of the 
organization’s strongest and longest supporters, which will lead to 
other important benefits since, “long term donors also tend to be 
among the most passionate of the organization’s supporters, and can 
be counted on to increase attendance, ticket sales, and store and 
restaurant sales” (Byrnes 402).  Monthly givers are also more likely to 
renew and remain supporters for the organization for longer periods of 
time, contributing an average of seven to twelve years (Non Profit 
Times), and “many will give until they die” (McKinnon).  Monthly 
giving provides continual relationships, not only on a month to month 
basis, but yearly as well, and, “healthy nonprofit organizations 
generally work hard to build a relationship with individual donors that 
continues year after year.  Indeed, the underpinnings of most sound 
fund-raising programs rests on the base of many, small, ongoing, 
individual, unrestricted gifts” (Wolf 204). 
2. Monthly giving is convenient for the organization and the donor. The 
actual process is quite simple for the both parties.  The donor gives 
access to their credit card or bank account, allowing the organization 
to charge the gift each month.  As technology has evolved, it has 
become even easier for both the donor and the organization to 
participate in monthly giving through websites and online fundraising 
(McKinnon) and in fact most donors “value the convenience of having 
their contributions deducted from their checking accounts or credit 
cards each month” (Hurley). 
3. Monthly giving increases the giving capability of the donor with 
donors typically giving at least 100 percent more than they would 
annually (McKinnon). 
4. Monthly giving allows for frequent communication and cultivation of 
the donor – establishing a strong donor/organization relationship (Non 
Profit Times).  An organization can frequently update and inform the 
donor about important programming information and news, without 
having to make an ask:  “Monthly giving can give your organization a 
chance to create intimate relationships with your best donors. You and 
your donor can get to know one another better through online, 
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telephone and mail communication, and the interaction doesn't always 
have to end with a request for a gift” (Hurley). 
5. Small gifts add up.  It is important that arts and cultural organizations 
build a broad base of lower-level contributors.  Added together, the 
contributions of lower-level contributors can have an important 
financial impact; they often surpass the total of major-donor 
contributions (Byrnes).  These gifts also contribute greatly to the 
financial overhead that so many organizations struggle to maintain.   
6. Monthly giving revenue is predictable– and low cost to the 
organization (Hurley)   “No matter what strategy an organization plans 
to adopt in its fundraising efforts, the bottom line depends on regular 
gifts.  Without the regular support of individuals…most organizations 
would not be able to survive” (Byrnes 384-385).  This is especially 
critical in smaller organizations, where monthly revenue will help 
cover basic overhead costs (McKinnon).  Additionally, monthly giving 
organizations do not waste as much money on costly annual appeals, 
and using EFT as a method of accepting monthly gifts lowers the 
fundraising costs by cutting out credit card companies. 
7. Monthly givers can be counted on for other types of support.  Not only 
are they likely to become long term supporters, they are more likely to 
become “planned givers” (Non Profits Times) and be those who attend 
special events (McKinnon).  One report states that 23 percent of 
planned giving comes from monthly donors (Non Profit Times). 
The benefits an organization receives by implementing a monthly giving program 
are critical because of the effect they have on the long term financial stability of 
the organization, through enabling consistent contact and points of 
communication, building stronger relationships with donors, and creating reliable 
and dependable supporters.  These benefits clearly define why monthly giving 
programs have been so successful for organizations that have chosen to 
incorporate them into their overall development plan. 
  This literature has explored fundamentals of what is necessary to run a 
monthly giving program, commonly held misconceptions about monthly giving 
and the benefits that any organization can enjoy if they chose to establish a 
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monthly giving program.  Further research will go deeper into the fundamentals 
behind monthly giving as well as provide examples of three successful programs. 
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DEFINITION OF TERMS 
 
 
 
Monthly Giving Programs/Campaigns, also sometimes referred to as 
“Automatic Giving”, are fundraising programs which allow a donor to support the 
organization with a gift on a monthly basis, thus increasing the amount the 
organization receives yearly and making the financial burden less on the donor.  
Donations through monthly giving can be restricted or unrestricted.  
An Annual Fund is a fundraising campaign conducted to raise funds on an 
annual basis, though appeals can often be made more frequently throughout the 
year.  Funds raised are most often unrestricted and serve to meet the current needs 
of the organization, though restricted annual giving is also common, where the 
donor selects a specific program or area which they wish to support.   
Planned Giving is a method of supporting nonprofit organizations where an 
individual donor makes a large or major gift as part of their overall 
financial/estate planning.  Planned gifts can be gifts of cash, but are more often 
gifts of stock/securities and other appreciated assets which can return financial 
benefits to the donor or an heir. 
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METHODOLOGY 
 
 
 
  After reviewing literature on the subject of monthly giving and the various 
aspects that are needed to successfully implement such a program, it will be 
necessary to review texts which focus on development and fundraising for 
nonprofit arts organizations.  This will show any inherent differences between 
non-arts and arts organizations, as well as the critical factors and fundraising 
practices that both groups have in common. Texts, which include Management 
and the Arts by William J. Byrnes and Successful Fundraising for the Arts and 
Cultural Organizations by Karen Brooks Hopkins and Carolyn Stolper Friedman, 
will explain the importance of fundraising in the arts as well as the techniques and 
best practices that any successful arts organization must institute as part of their 
development plan.  Ken Burnett’s Relationship Fundraising will also prove to be 
a valuable resource as it highlights the importance of donor relations – possibly 
the most critical theory in nonprofit fundraising today.  This literature covers the 
basics of successful individual fundraising in arts organizations, shows how the 
trend of monthly giving fits into the commonly accepted policies and strategies of 
fundraising for nonprofit arts organizations, and explains how it could help 
advance donor relations and increase overall revenue through fundraising.   
  Once a comparison has been completed and a full understanding of 
monthly giving and the theory behind it is clear, analysis of successful monthly 
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giving programs already in place at other nonprofit organizations will reiterate the 
points made by previously reviewed literature. Greenpeace, Save the Children and 
St. Mary’s Catholic College affiliated with Texas A&M University, in College 
Station, Texas, are three very different organizations, yet all have established 
extremely successful monthly giving programs.  A further look into how and why 
these organizations were able to utilize monthly giving to their advantage will 
highlight the capabilities of such a program in a variety of environments.  While 
these three organizations are non-arts, briefly reviewing statistics about monthly 
giving the United Kingdom will also help to show that monthly giving is feasible 
for arts organizations worldwide, highlighting that the barrier to monthly giving 
programs in the United States should in fact not be related to the organization’s 
mission. 
  The final piece will be primary research gathered from two sources.  The 
first is a survey which will collect information from museums with both art and 
non-art related missions.  Being able to compare organizations with similar 
structures, but differing missions, will show whether or not the lack of use of 
monthly giving is inherently an arts issue, or if it could be related to the structure 
of the organization itself.  An online survey provider was used to collect this 
information.  The survey was posted on American Association of Museum’s 
development listserv and sent strategically to the development departments of 50 
art museums across the United States (see Appendix A).  The second piece of 
primary research will be a review of 15 prominent nonprofit art museums in the 
United States, all of which have numerous options and avenues of support 
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available to potential donors.  Reviewing the fundraising information available 
online for these 15 art museums, will show that art museums continue to follow 
the best practices put in place regarding nonprofit fundraising; yet they do not 
utilize monthly giving. Of the museums reviewed only one offers the capability 
for its donor to give monthly (Table 1, page 36). 
  Along with the research on the aspects and necessities of a monthly giving 
program already presented, these components will create a complete picture of the 
available information in the field of monthly giving in arts organizations, though 
with so few organizations actually participating in monthly giving programs, it 
could be difficult to quantify how beneficial they might be. 
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LIMITATIONS 
 
 
 
The limitations imposed by this study are both geographic and mission 
based.  While the preliminary research will apply to any arts organizations, the 
quantitative research focuses solely on museums in the United States and art 
museums as compared to other nonprofit museums.  Even though this information 
should potentially benefit other types of arts organizations, this paper will not 
provide an in depth look into the possibilities within other areas of the arts.   
 The responses to the survey could also prove limiting.  While direct 
mailed to 50 museums and distributed on a listserv visited by hundreds, the 
yielded only ten respondents.  Of the ten respondents, seven are a result of the 
AAM listserv and three are a result of the direct email.  While these respondents 
create a very small sample, it should prove to be an adequate sample nonetheless.  
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CHAPTER I: FUNDAMENTALS OF ART FUNDRAISING 
 
 
 
 While fundraising has been in existence since the late 1800’s it was not 
until the latter half of the 20th century, when arts organizations began to bloom 
and thrive, that arts fundraising became an area of importance (Byrnes).   The 
strategies and tactics used by arts organizations to raise money are not very 
different from those of non-arts nonprofits.  In fact, nonprofit organizations, no 
matter what their mission, are all trying to get their supporters to give them 
money while receiving nothing, or very little, in return.  These organizations rely 
upon the donor believing in their cause, and caring enough to want to ensure for 
its future, without any tangible satisfaction on their part (Byrnes).  This is the 
fundamental theory behind all fundraising, and also applies directly to the case of 
monthly giving.  
  The only physical difference, other than mission (which vary greatly even 
among arts organizations) is that arts, cultural and humanities organizations 
continually rank very low when it comes to how much money they receive from 
funding sources.  Giving USA 2011 stated that while “giving to arts, culture, and 
humanities rose an estimated 5.7 percent in 2010 ” (due primarily to the fact that 
the arts subsector received the largest pledged gift in 2010 - $250 million worth of 
art and furniture donated to the National Gallery of Art in Washington, D.C.) 
these types of organizations received only about 5% of the total donations to   
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nonprofit organizations in the year 2010.  Indeed, cut backs from the NEA in the 
1990’s had significant impacts on arts fundraisers because “the diminished 
enthusiasm of the federal government to support culture increases the difficultly 
of the ‘sell’ to the private sector” (Hopkins, Friedman xv).  Thus, arts fundraisers 
might have a more difficult time gaining funds than non-arts fundraisers.  
However, this implies that innovation and creativity are even more crucial for the 
nonprofit arts than others organizations, in order to sustain their programming 
(Hopkins, Friedman). 
  While there are numerous avenues through which organizations can 
receive funds, the focus of the following literature is on individual giving, and the 
methods used by arts organizations to successfully gain and maintain “unearned 
income” from individuals.  Individuals happen to make up the highest percentage 
of funding sources, above foundations and corporations (Byrnes).  Arts 
organizations rely upon individuals for major gifts, contributions to special 
appeals and programs, planned gifts, gifts of stock or securities, gifts in kind, 
donations through special events, as well as small monetary gifts to annual funds.  
For any type of gift, the process begins with research, moves into building the 
relationship, and continues with life-long cultivation of the donor. 
  The first facet that is crucial to obtaining gifts from individuals is well 
thought out research, finding, and connecting with, the right type of donors 
(Byrnes).  As the starting point, research will help an organization understand 
who their donors are, what the giving pattern of the donor is, and why each donor 
might chose to support the organization (McKinnon).  This information will prove 
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extremely valuable as the donor/organization relationship begins to be 
established.  Often this means further research through interaction and 
socialization to get to know donors on a more personal basis, figuring out if they 
are, or have the potential to be, long-term or large supporters of the organization.  
Building these relationships with potential donors, often takes lengthy periods of 
time and energy on behalf of the fundraising or development staff (Byrnes).  
While building personal relationships with donors is critical, especially for major 
or large gifts, organizations do not have the time, staff or money to personally 
cultivate each and every potential prospect (Byrnes).   
  Often organizations turn to direct mail, telemarketing campaigns, e-
fundraising or special events to connect with and establish relationships with 
donors.  These communication tools are essential to every development office, as 
they are able to reach wider audiences and provide opportunities to isolate and 
locate the best prospects (Byrnes).  Annual giving campaigns are often thought of 
as the best way to reach the broader audience, and have been utilized extremely 
successfully by arts organizations to raise necessary funds.  However, regular 
annual givers are also likely to only donate for a year or two at a time (Non Profit 
Times).  These annual campaigns to find donors can be very costly.  Since most 
annual donors “give small amounts and respond infrequently” the effort is hardly 
ever rewarded with longevity and genuine relationships (Hurley).  
  Additionally, another avenue available to arts organizations is that of 
membership.  Depending upon the organization, this can either be structured 
within an annual fund, making members and donors one in the same, or these 
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programs can be separated.  Regardless, it is well-noted as a best practice that 
within the structures of membership or donor programs, that there be a specific 
hierarchy, which rewards those who participate with benefits; the larger the gift, 
the better the benefits (Hopkins, Friedman). 
  Once these programs have been established, certain supporters will 
become known to the development staff who will then seek to cultivate these 
supporters, hoping to move them up a membership level or increase the amount of 
their annual gift (Hopkins, Friedman). However, no matter at what level a person 
gives, it is crucial that an organization continue the relationship, through sincere 
acknowledgment of every gift and frequent communication with the donor, letting 
them know they are a valued and respected member of the organization’s 
community.  The donor should be recognized to outsiders as well, such as on the 
organization’s website, brochures and signage, letting others know how much 
their support is valued (Hopkins, Friedman). 
  It is clear through this fundamental fundraising theory, that relationship 
building is critical in order to establish a steady and reliable donor base.  Because 
of the extent to which this practice is followed, a whole separate type of 
fundraising, “Relationship Fundraising” has been shaped.  Ken Burnett’s book on 
the topic highlights that when an organization has a fundraising strategy based on 
the donor, they are likely to have success in raising money (Burnett).  He defines 
relationship fundraising as “fundraising where people matter most”.  The book 
goes into detail about the methods of this type of fundraising and the benefits that 
an organization can see as a result of following these strategies and tips. 
   
  
23 
 
  All of these “Relationship Fundraising” strategies can be used in any 
nonprofit organization; there really are no concrete differences between the way 
arts organizations and non-arts organizations fundraise.  The issue then comes 
down to the mission, and creating an effective case for support (Wolf).  With all 
donors, and all requests for funds, organizations need to build a strong case for 
support, which states the need behind the fundraising and the methods that an 
organization will use to carry out its programmatic efforts (Hopkins, Friedman).  
Fundraising would not be possible if an organization was unable to express why 
they need funds, and what the funds will provide for the organization, their 
constituents and their community.   
  Arts organizations tend to have difficulty using language to express their 
worth and explaining their benefits to their constituents (Brindle, DeVereaux), in 
a way that other nonprofits, such as human service organizations do not.  This is 
perhaps the key difference; having been forced to cite studies showing the 
alternative values of arts organizations, such as stimulating tourism and economic 
development, rather than focusing on their programs and services to the 
communities, arts organizations now tend to focus less on their missions than 
other nonprofits (Hopkins, Friedman).  They have also pushed the benefits of 
supporting onto their donors, focusing on the benefits they will receive, rather 
than the intangible value of their gift (Hopkins, Friedman).  Arts organizations 
will improve all aspects of their fundraising if they are able to better articulate 
their mission, and push the focus back onto their programming, which is exactly 
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what the following three organizations have done through their monthly giving 
programs.  
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CHAPTER II: MONTHLY GIVING IN NON-ARTS ORGANIZATIONS 
 
 
 
 Websites, as well as articles and descriptions of monthly giving plans for 
the following organizations, will show some of the facets of an effective monthly 
giving program. Greenpeace, Save the Children and St. Mary’s Catholic College, 
affiliated with Texas A&M University, in College Station, Texas, three 
organizations with very different missions and sizes, have followed the guidelines 
necessary for monthly giving programs, and focused on some important areas 
which will help show further what might prove effective for an arts organization 
wishing to establish such a program. 
Greenpeace 
The monthly giving program at Greenpeace has been successful because 
of the channels it has taken through people-to-people fundraising (Sherrington).  
As a result, the program has become tremendously successful within just six 
years.  Their street teams are responsible for acquiring over 1,000 new monthly 
givers a month.  Greenpeace reports that over 25 percent of their donors 
participate through the monthly giving program, with gifts averaging $12 per 
month, bringing in more than $1.7 million annually (Sherrington).  As an 
environmental organization, Greenpeace turned to monthly giving because of the 
cost effectiveness and environmentally friendly abilities this approach has over 
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direct mail, reiterating its mission as a protector of the environment through the 
monthly giving program (Sherrington).  By connecting their mission with their 
fundraising, this organization has communicated effectively with its constituents.   
  Greenpeace has developed a strategy that relies on the motto, “people give 
to people” and begins the campaign by establishing a direct, one on one 
relationship, between the donor and the fundraiser. This relationship will be 
furthered as Greenpeace gathers the donor’s information, and keeps in contact 
with them regarding the work of the organization, and how the donor’s money has 
been used to accomplish their ambitious environmental goals.  Frequent e-mails, 
without a request for money, serve to acknowledge the donor’s gift, and keep 
them informed about the issues that they care about.   
  The website for Greenpeace uses just a few sentences to explain why 
monthly giving is critical for the organization and the donor: “Monthly giving is 
the best giving option for both Greenpeace and our supporters - it allows us to 
have a dependable base of support and save time, banking fees and paper by not 
having to send supporters future reminders and renewal notices” (Greenpeace).  
This straightforward approach, based upon shared ideals and relationship building 
has proven to be extremely successful for the organization, and continues to grow 
on a daily basis. 
Save the Children 
The website for the international organization Save the Children highlights 
how effective this organization is in establishing long term relationships with their 
donors and connecting potential donors to the mission.  The website for Save the 
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Children’s monthly giving program, which is aptly titled “Partners for Change”, 
tells the donor exactly what their money will accomplish in one month’s time, 
such as drinking water, healthcare and food – daily necessities in all parts of the 
world. The website connects the monthly donor to the cause, and even thanks 
them outright for considering a donation.  After explaining the program, and how 
simple it is for the donor, Save the Children explains that everyone who 
participates in the program will receive a special handmade bookmark from 
Afghan artisans, further enticing their support by providing them with something 
they would be unlikely to find elsewhere (Save the Children).   
  The exclusivity of this program makes the donor feel not only that their 
support is important, but that they will be well rewarded and valued for their 
dedication.  The wording on the website also connects the donor directly to the 
mission, letting them know exactly what their gift can provide half way around 
the world.  Through this, the organization and the donor bond over shared ideals 
and create continual commitment to the cause.  This is crucial to a sustainable 
monthly giving program in all types and sizes of nonprofit organizations (Save the 
Children). 
St. Mary’s Catholic College 
Extremely creative in their approach to establishing a fundraising 
campaign, St. Mary’s Catholic College was able to acquire a large number of 
donors at the offset of their campaign in 2005.    One of the most successful 
aspects of this campaign was how the organization communicated with their 
constituents.  They sent a very clear and concise message about the program and 
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the benefits that the donors would receive for their support (Panepento).  With 
minimal funds, St. Mary’s got creative, sending out an appeal in a brown paper 
bag, telling the donor if they brought a bag lunch one day per month, rather than 
spending money on lunch, that money could be used to support their organization 
through a monthly gift (Panepento). This campaign, established with a much 
smaller budget, now has over $300,000 per year in income from over 600 
monthly giving members.  This approach proves that size and budget are 
irrelevant to success with monthly giving programs. 
  The organization’s website shows how clearly they appeal to the donor, 
making the ask about the mission and the message, a crucial facet of a successful 
campaign.  Additionally, the school has set up a specific group with a title, the 
“Living Faith Society”, which provides benefits unique to those who give on a 
monthly basis, utilizing the exclusivity factor as a method for donor acquisition 
(Living Faith Society). The program at St. Mary’s was well thought out and 
executed by Greg Gorman, the organization’s development director, who has 
since been asked by the Chronicle of Philanthropy to sit on numerous panels 
regarding monthly giving programs and their potential for smaller charities 
(Panepento). 
  These three organizations, while vastly different in scope and mission, 
show that by establishing a proper relationship with the donor, and keeping the 
focus centered on the programming and mission of the organization, monthly 
giving programs have strong potential to provide reliable funding and long-term 
relationships with important supporters. 
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CHAPTER III. MONTHLY GIVING ACROSS THE GLOBE 
 
 
 
Interestingly, while monthly giving is prominent here in the United States 
through programs like Greenpeace and Save the Children, monthly giving in the 
UK greatly surpasses that of the United States. While McKinnon states that 
anywhere from 3-5% of an organization’s supporters are monthly givers, “37% of 
donors in the UK are monthly givers, and such giving amounts to 31% of the 
giving total” (Agitator).  This discrepancy is most likely due to the fact that 
individuals in the United Kingdom are not as well-versed in donating as those in 
the United States.  Traditionally, nonprofit organizations in the UK rely heavily 
upon governmental support, but with the recent decline in support from London, 
nonprofits in the UK have had to rely upon individuals for donations.  Since this 
is a relatively new idea for those in the UK, nonprofits were able to “teach” their 
donors how to give – and what they chose to teach was monthly giving.  
   The average annual contribution of these “new” donors, equals roughly 
$220 US per year per donor. As mentioned previously, monthly givers tend to be 
stable and reliable sources of income, which are especially valuable during 
difficult or tumultuous economic times.  In the UK, “direct debit giving rose 18% 
in 2009 over 2008 amongst the 117 charities studied” (Agitator).   
  Of those who chose to cancel their direct debit gifts, only 8% did so by 
contacting the charity.  The remaining 92% contacted their financial institution.  
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This, is perhaps the one piece of disconnect – and “puts a premium on systematic 
donor communications programs” (Agitator) highlighting once again the 
importance of frequent communication with your donors at all levels. 
  Perhaps the most interesting piece of this study is that “the biggest 
rebound occurred in the arts & culture sector, a sector that has taken one of the 
biggest recession hits in the US market” (Agitator).  What arts and cultural 
organizations in the US can learn from this is tremendous.  It is not “the arts” 
which do not appeal to monthly givers, but that monthly givers do not currently 
appeal to “the arts”.  Monthly giving programs show incredible success in the UK 
for similar organizations, which stands to show that if implemented successfully 
in the United States, they could also provide financial stability and long term 
support as they do currently in the UK.  
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CHAPTER IV. PRIMARY RESEARCH 
 
 
 
Specific Information Gained from Survey Respondents 
 The survey, which yielded seven responses from the AAM listserv and 
three from directly emailing the development departments of 50 museums, 
provides a small, but critical sample set.  Of the seven non-art museums that 
responded only one had a monthly giving program established (Not-Art Museum 
#1).  Of the two art museums that responded, two respondents stated their 
organization had a monthly giving program (Art Museum #1, Art Museum #2).  
During the course of contacting prospective survey participants, five additional art 
museums responded that they did not have monthly giving programs and were not 
able, or did not want, to take the survey.   
  It is critical to review both art and non-art museums because whether the 
mission of the organization is art-based or not, museums all share a similar 
structure and similar potential barriers to starting a monthly giving program.  By 
reviewing both art and non-art museums, it should become more clear whether or 
not this is an “arts” issue or one that is more prevalent across the humanities. 
  The organization’s budgets range from $310,000 to $25 million and the 
physical locations span the entire country.  All respondents had at least one full 
time staff member and most had additional support from part time employees, 
volunteers or interns. When asked to state the three most consistently successful 
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individual fundraising sources, eight listed Annual Fund, seven listed membership 
and major gifts, three listed fundraising events, two listed board giving and 
corporate support (even though the question specifically requested individual 
giving sources) and one listed planned giving. With annual fund being a primary 
source of individual funding from all but one museum, it would make sense that 
staff time and resources should be invested into this area as both a critical source 
and one with high potential.  Since monthly giving programs are almost always a 
part of the annual fund campaign, one can see the potential for growth if such a 
program were to be incorporated into each museum’s annual fund. 
 Of the museums that did not have a monthly giving program, three stated 
that they would or had considered it and two listed lack of time and resources as 
the primary boundary to being able to establish a program. The third was 
currently trying to coordinate the important back end logistics of processing the 
donations. 
  Because of the similarities between monthly membership campaigns, 
frequent in many museums, and a potential monthly giving program, it was 
critical to determine if the existence of membership programs created a potential 
boundary with establishing a monthly giving program.  Of the seven organizations 
without monthly giving programs, only one had a membership campaign which 
requires monthly donations.  Two of the museums with monthly giving programs 
(Art Museum #1 and Non-Art Museum #1) also had membership campaigns 
which could be charged on a monthly basis. This shows that a membership 
program should not be a deterrent for a museum to start or have monthly giving 
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program. 
  Art Museum #1, which utilizes a monthly giving program, and has a 
budget of $5.2 million, states that the average monthly gift is between $50 and 
$100 and 9% of individual giving comes from monthly donors.  This museum is 
promoting their program on a quarterly basis and using multiple channels to 
attract new donors, listing direct mail, email and online solicitations and including 
information in other appeals as the three primary methods.  This museum 
however does not have the technology in place to receive funds beyond hand-
written checks and cash, which as mentioned previously, would lead to this 
program not being as efficient and effective as possible.  If the organization is 
unable to process payments quickly and easily, without bothering the donor, it 
will reflect poorly on the organization’s capabilities, and lessen the donor 
retention rate.  Additionally, since Art Museum #1 is unable to automatically 
accept payment each month, more staff time would have to be utilized to monitor 
and keep track of donations due each month.    
  Non-Art Museum #1, with a budget of $2.7 million, states the average 
amount of a monthly gift ranges from $25 to $50 but was unsure as to the 
percentage of monthly giving which came from this program. This museum 
promotes the program more frequently on a monthly basis and uses telemarketing 
in addition to email and online solicitation and including information in other 
appeals to attract new donors.  This museum has the capability to accept monthly 
gifts via EFT, credit card withdrawal and hand-written checks or cash.   
  Both museums use the program to communicate monthly to each of their 
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monthly donors and highlight other organizational information and news.  Both 
museums also state that the program has helped them gain new donors, cultivate 
relationships with their current donors and increase individual giving.  Art 
Museum #1 also felt that the program created a more reliable revenue stream and 
helped retain old donors.  Both museums felt that donor relations have improved 
as a result of starting the program and plan to continue offering monthly giving as 
an option. 
The monthly giving programs at Art Museum #1 and Not-Art Museum #1 
have both been in existence for over ten years, yet neither has an established name 
or identifiable branding.  Due to the lack of a specific program name, and the 
length of time which these programs have been offered, it would seem that these 
two monthly giving programs are actually less similar to the three non-arts sample 
programs mentioned earlier; they operate more as a monthly giving option, then a 
separate program. 
Art Museum #3, with the largest budget of all survey respondents, $25 
million, stated that the museum utilized a monthly giving program.  Yet, after 
reviewing the complete set of survey responses, it is clear that this museum does 
not in fact have a monthly giving program as it has been defined through this 
research.  This museum, more so than both Art Museum #1 and Non-Art Museum 
#1, offers monthly giving as an option.  It is important to highlight the difference 
between monthly giving as an option, versus a complete program.  When used to 
help break up major gifts, monthly giving can be a helpful tool for a donor and the 
organization.  However, as has been shown through previous research and 
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through the first two survey respondents, the best way to make an impact with 
monthly giving is through small gifts.  Art Museum #1 and Art Museum #2 both 
stated that their average gift range fell between $25 and $100.  This means that a 
large number of small donors are able to make a major impact through this 
program.  Art Museum #3 has utilized monthly giving for a small number of large 
donors, which is not the ideal way to maximize such a program.  
  While this is a small sample set, it does show important facts.  First, 
membership and monthly giving programs are not mutually exclusive.  Because 
of similarities between these programs, it would be critical for any organization 
that employs both to highlight the differences and keep the monthly giving 
program focused primarily on the mission and not on the benefits like a 
membership program might.  Additionally, with the wide variety of organizational 
budgets and staff sizes surveyed, neither should be a boundary to establishing a 
program.  It is understandable that the three organizations who considered a 
program, but did not have one, listed staff time and resources as primary 
boundaries, because there would be a considerable amount of time and effort that 
would go into the initial planning and implementation.  As shown earlier, once 
established, monthly giving programs should require minimum staff time and 
resources.  However, the primary finding is that not utilizing a monthly giving 
program is not necessarily an issue restricted to the arts, but perhaps more widely 
spread throughout the humanities.   
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Fifteen Art Museums, One Monthly Giving Program 
After reviewing the information available online for 15 prominent art museums in 
the United States, it is clear that monthly giving is not a priority in this sector. In 
order to get a more complete understanding of the funding priorities of these 
museums, the websites of these museums were reviewed to determine the 
composition of each organization's giving programs and whether or not 
information was available for the following programs: membership, planned 
giving, sponsorship/corporate giving, matching gifts, major gifts and annual fund.  
Of the 15 websites: 15 had information about membership or becoming a new 
member, 14 had information about planned giving, 15 had information for 
corporate support or sponsorship, 10 had information on matching gifts and major 
gifts, 13 had information on annual fund support and only one had even the option 
for an individual donor to give monthly. Table 1 on the following page (37) will 
highlight this information. 
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TABLE 1  
Museum Members 
Planned 
Giving? 
Sponsor/ 
Corporate 
Info 
Matching 
Gift Info 
Major 
Gift 
Info 
Annual/ 
Fund 
Info 
Ability 
to give 
monthly 
online? 
Art Institute of Chicago 
Museum X X X O X X O 
DeYoung Art Museum 
(San Francisco) X X X O X X O 
Guggenheim NY X X X X X X O 
LACMA X X X X O X O 
Metropolitan Museum of 
Art X X X O O X O 
MFA - Boston X X X X X X X 
MFA - Houston X X X X X X O 
MOCA X O X O O O O 
MOMA X X X X O X O 
Museum of 
Contemporary Art San 
Diego X X X X O X O 
Museum of 
Contemporary Art, 
Chicago X X X O X O O 
National Gallery X X X X X X O 
PMA X X X X X X O 
San Francisco Museum 
of Modern Art X X X X X X O 
The Cleveland Museum 
of Art X X X X X X O 
Total: 15 14 15 10 10 13 1 
 
  The Museum of Fine Arts, Boston has instituted an “Automatic Giving” 
program, which allows the donor to give monthly, quarterly, or yearly.  The 
following is text which describes the program on MFA’s website.   
Automatic Giving assures the Museum a steady flow of support, and 
allows the MFA Fund to save on postage, processing, and many other 
expenses involved in traditional fundraising. 
 
Monthly, quarterly, or annual Automatic Giving is the easiest, most 
efficient way to bring art into the lives of others! With Automatic Giving 
you:  
provide the MFA with a reliable stream of uninterrupted support 
 make your gift as cost-effective as possible 
 support the Museum on a schedule of your choice 
 enjoy the convenience of automatic renewal without 
reminders  
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What is critical here, is that MFA has highlighted the ease to the donor, and the 
fact that automatic giving saves the organization money, using very similar 
language to that of Greenpeace.  While the text does not go deeply into the 
mission priorities of the museum, it clearly states this is the best way “to bring art 
into the lives of others” which tells the donor the purpose of the gift.  Because this 
option is part of the MFA Fund, the museum’s Annual Fund, and more detailed 
information is available on the website about the programs supported through 
donations, the website effectively keeps the focus on the donor and the logistical 
aspects. 
  Since this information is available on the website for MFA, it is clear that 
the organization has the tools necessary to manage automatic gifts and it would 
make sense to assume that the organization is promoting this through annual 
appeals and other channels, though this is unknown.  It would appear that MFA is 
meeting the requirements necessary for a successful campaign, though it might 
seem that more could be done to make the program more appealing, such as the 
previously mentioned suggestion in McKinnon’s text about naming the program 
or creating special benefits for those who join.   
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CONCLUSIONS AND IMPLICATIONS FOR FURTHER STUDY 
 
 
 
 Although it yielded a small sample set, the survey in this study did not 
show a difference between art museums and non-art museums and further study 
could also be conducted through an expanded survey to determine if the museum 
atmosphere and organizational structure was perhaps less suited for monthly 
giving, though this was not an issue that became clear through the smaller survey 
set. 
  The information gained from the statistics on monthly giving in the UK 
could also yield further research into the education of the donor, determining if 
individual donors giving priorities preclude them from wanting to give monthly to 
the arts in the United States.   
Monthly giving programs can be incredibly profitable additions to a 
nonprofit organization’s fundraising revenue streams.  While these programs have 
traditionally shown large amounts of success outside of the arts, the research here 
does not show that there is an intrinsic problem within the arts sector that would 
deter such programs from being successful.  As long as any art organization that 
was contemplating establishing a monthly giving program followed the guidelines 
set forth and ensured that the requirements could be met, art organizations should 
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be able to successfully implement monthly giving programs to diversify and 
increase fundraising.   
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APPENDIX A 
 
List of Museums Contacted 
 
Anchorage Museum 
Boise Art Museum 
Boulder Museum of Contemporary Art 
Cincinnati Museum of Art 
Cleveland Museum of Art 
Columbus Museum of Art 
Craft and Folk Art Museum 
Crocker Art Museum 
Crystal Bridges Museum 
Dallas Museum of Art 
Delaware Art Museum 
Des Moines Arts Center 
Detroit Institute of Art 
DeYoung Art Museum 
Guggenheim NY 
Huntington Museum of Art 
Indianapolis Museum of Art 
LACMA 
Laguna Art Museum 
Metropolitan Museum of Art 
MFA – Houston 
Miami Art Museum 
Minnesota Museum of American Art 
MOCA (Museum of Contemporary Art – Los 
Angeles)  
MOMA (Museum of Modern Art – New York) 
 
 
 
 
 
 
 
 
Montgomery Museum of Fine Arts 
Museum of Contemporary Art Detroit 
Museum of Contemporary Art of Georgia  
Museum of Contemporary Art San Diego 
The National Cowboy and Western Heritage 
Museum  
The National Gallery 
Nevada Museum of Art 
New Orleans Museum of Art 
Newark Museum 
North Carolina Museum of Art 
North Dakota Museum of Art 
Oklahoma City Museum of Art 
Orlando Art Museum 
Phoenix Art Museum 
Philadelphia Museum of Art 
Portland Art Museum 
Portland Museum of Art 
San Antonio Museum of Art 
Seattle Art Museum 
San Francisco Museum of Modern Art 
Tampa Museum of Art 
Tucson Museum of Art 
Virginia Museum of Fine Arts 
Wichita Art Museum 
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APPENDIX B 
 
Survey Cover Letter and Questions 
Name,  
I am reaching out to you today to ask you that the XYZ museum participate in a survey 
which will provide critical information for a study about monthly giving in museums. 
This survey and the resulting thesis will help to create a guide of relevant and valuable 
information regarding this fundraising trend.  Monthly giving programs (MPGs) seek to 
gain the support of the donor without providing any tangible benefits in return, so they 
are inherently separate from monthly membership campaigns which many museums 
use.  Once completed, I look forward to being able to share this Museum Monthly Giving 
Guide and the resultant information with you, to both increase awareness about this 
subject and its potential.  
The survey, which is being conducting as a final piece of research for an MS in Arts 
Administration through Drexel University, should take approximately 10 minutes. It will 
ask questions regarding your organization, your individual giving strategy and your use 
of, if any, a MGP as distinguished from a membership campaign.  For the purposes of 
this research, it is critical that organizations that both do and do not utilize MGPs 
participate, to create a more comprehensive guide for the most effective way for a 
museum to benefit from monthly giving. 
I greatly appreciate your assistance in taking this survey. All information will be kept 
confidential and that which is included in the Museum Monthly Giving Guide will be 
based on the aggregate collected data. Please let me know if you have any questions - I 
can be reached via this e-mail address or cell phone number below. 
I have attached the list of questions for your reference.  The deadline for taking this 
survey is Wednesday, November 16.  Please click here to begin.  
Best, 
 
Cadance Hinkle 
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Survey Questions 
General Information 
1. Organizational Information 
Name of your organization: 
Your name, position and email address: 
Organization's annual operating budget 
2.  What is the breakdown (number of fulltime, part time, volunteers or 
consultants) of your development staff? 
3. Fundraising Revenue 
Total annual fundraising revenue: 
Total revenue from individual giving programs: 
 
4. Please list the three most consistently successful individual fundraising sources 
you utilize. For example: annual fund, membership, planned giving, major gifts, 
honor/memorial programs, etc. 
 
Monthly Membership Campaigns 
1. Do you have a membership campaign which requires monthly donations from 
the participants? 
 Yes  What is the average amount of a monthly membership? 
 No 
 
Monthly Giving Programs 
1. Do you currently have a monthly giving program (MGP)? 
 Yes (continue to next section) 
 No  Have you ever considered, or tried to institute, an MGP? 
   Yes  Why did you decide not to establish an MGP? 
  No 
Monthly Giving Programs 
1. If known, what percentage of individual giving comes from your MGP? 
2. What is the average size of a monthly gift? 
 Less than $10 
 $10 to $25 
 $25 to $50 
 $50 to $100 
 over $100 
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3. On average, how much do you spend per dollar raised through your MGP? 
 
4. On average, what is the number of full time equivalent employees you have 
dedicated to the MGP? 
 
5. What methods do you utilize for attracting new donors to your MGP? Please 
select all that apply. 
Street teams or in person solicitors 
Commercial marketing, for example television and radio 
Telemarketing 
Direct Mail 
Email and online solicitation 
Included in appeals and other individual giving campaigns, but not 
actively solicited 
Other (please specify) 
 
6. How frequently do you promote or market your MGP to prospective donors? 
 Once a year 
 One a quarter 
 Monthly 
 
7. Please select the option that best describes your communication with those in 
your MGP. Please select all that apply. 
 Communicate to notify of withdrawal 
 Communicate monthly to highlight other organizational information 
 Communicate the same information that is provided to donors who don’t 
 give monthly 
 Communicate only to renew gift 
 
8. Does your monthly giving program have a specific name? 
9. How do you receive the funds which come in through the program? Please 
select all that apply.  
 Electronic Funds Transfer or direct transfer from a bank 
 Credit Card withdrawal 
 Handwritten checks or cash 
 Other (please specify) 
 
10. What do you feel this program has helped you accomplish? Please select all 
that apply. 
 Create a more reliable revenue stream 
 Gain new donors 
 Retain old donors 
 Cultivate relationships with your donors 
 Increase Individual Giving 
 Other (please specify) 
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11. How do you feel donor relations have changed with those participating in your 
MGP? 
 Relationships have improved 
 Relationships have stayed the same 
 Relationships are not as good as they were prior to the MGP 
 Other (please specify) 
 
12. How long have you been utilizing your MGP? 
 
13. Do you plan to continue using this program? 
6. Thank 
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APPENDIX C: 
 
Anonymous Responses of Survey Participants 
 
Art Museum #1 
Annual Operating Budget: $5.2 million 
 
Development Department Staff Breakdown: 5 full time 
Total Annual Fundraising Revenue: $2.6 million 
Total revenue from Individual Giving Programs: $750,000 
 
Three most consistently successful individual giving sources: 
  Major Gifts 
  Annual Fund 
  Fundraising Events 
 
Membership Campaign which requires monthly donations: Yes 
 
Average amount of a monthly membership: $75 for annual costs 
 
Monthly Giving Program currently utilized: Yes 
 
Percentage of individual giving from monthly giving program: 9% 
Average size of monthly gift: $50-$100  
Average amount spent per dollar raised through monthly giving program: $.29 
Number of full time employees dedicated to program: 2 
Methods used for attracting new donors to monthly giving program: 
  Direct Mail 
  E-mail and Online solicitation 
 Included in appeals and other individual giving campaigns 
 
Frequency of marketing monthly giving program to prospects: once a quarter 
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Method of communication: communicate monthly to highlight other 
organizational information 
 
Name of monthly giving program: none 
Method of receiving donations: hand-written checks or cash 
What the program helps to accomplish: 
 create a more reliable revenue stream 
 gain new donors 
 retain old donors 
 cultivate relationships with current donors 
 increase individual giving 
Changes in donor relations as a result of program: relationships have improved 
Length of time monthly giving program has been utilized: 10+ years 
Plans to continue with program: Yes 
 
Art Museum #2 
Annual Operating Budget: $25 million 
 
Development Department Staff Breakdown: 18 full time, 3 part time 
Total Annual Fundraising Revenue: $14 million 
Total revenue from Individual Giving Programs: $7 million including 
membership and events 
 
Three most consistently successful individual giving sources: 
  Membership 
  Major Gifts 
  Fundraising Events 
 
Membership Campaign which requires monthly donations: No 
Monthly Giving Program currently utilized: Yes 
Percentage of individual giving from monthly giving program: very little 
Average size of monthly gift: $50-$100  
Average amount spent per dollar raised through monthly giving program: not 
actively promoted because of lack of interest/staff time to manage 
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Number of full time employees dedicated to program: 0 – rolled into existing jobs 
Methods used for attracting new donors to monthly giving program: 
 Included in appeals and other individual giving campaigns 
 
Frequency of marketing monthly giving program to prospects: given as an option 
for larger gifts on pledge form 
Method of communication: no response 
Name of monthly giving program: none 
Method of receiving donations: credit card withdrawal 
What the program helps to accomplish: no response 
Changes in donor relations as a result of program: no response 
Length of time monthly giving program has been utilized: several years 
Plans to continue with program: Yes 
Art Museum #3 
Annual Operating Budget: $1 million 
 
Development Department Staff Breakdown: 1 full time 
Total Annual Fundraising Revenue: $500,000 
Total revenue from Individual Giving Programs: $250,000 
 
Three most consistently successful individual giving sources: 
  Foundation Grants (not technically individual giving) 
  Board Contributions 
  Fundraising Events 
 
Membership Campaign which requires monthly donations: No 
Monthly Giving Program currently utilized: No 
Ever considered Monthly Giving Program: No 
Non-Art Museum #1 
Annual Operating Budget: $2.7 million 
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Development Department Staff Breakdown: 28 full time, 6 part time, 75 
volunteers 
Total Annual Fundraising Revenue: $900,000 
Total revenue from Individual Giving Programs: $420,000 
 
Three most consistently successful individual giving sources: 
  Membership 
  Annual Fund 
  Museum Society 
 
Membership Campaign which requires monthly donations: Yes 
 
Average amount of a monthly membership: $45 
 
Monthly Giving Program currently utilized: Yes 
 
Percentage of individual giving from monthly giving program: unknown 
Average size of monthly gift: $25-$50  
Average amount spent per dollar raised through monthly giving program: $.25 
Number of full time employees dedicated to program: 1 
Methods used for attracting new donors to monthly giving program: 
  Telemarketing 
  E-mail and Online solicitation 
 Included in appeals and other individual giving campaigns 
 
Frequency of marketing monthly giving program to prospects: monthly 
Method of communication: communicate monthly to highlight other 
organizational information 
 
Name of monthly giving program: none 
Method of receiving donations: EFT, credit card withdrawal, hand written checks 
or cash 
What the program helps to accomplish: 
 gain new donors 
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 cultivate relationships with current donors 
 increase individual giving 
Changes in donor relations as a result of program: relationships have improved 
Length of time monthly giving program has been utilized: since 1990’s 
Plans to continue with program: Yes 
Non-Art Museum #2 
Annual Operating Budget: $618,700 
Development Department Staff Breakdown: 1 full time, 1 part time, 2 volunteers, 
1 intern 
Total Annual Fundraising Revenue: $429,000 
Total revenue from Individual Giving Programs: $92,500 
 
Three most consistently successful individual giving sources: 
  Major Gifts 
  Membership 
  Annual Fund 
 
Membership Campaign which requires monthly donations: Yes 
Average amount of a monthly membership: $180 
Monthly Giving Program currently utilized: No 
Ever considered Monthly Giving Program: No 
Non-Art Museum #3 
Annual Operating Budget: $1.5 million 
Development Department Staff Breakdown: 2 full time, 2 part time 
Total Annual Fundraising Revenue: $50,000 
Total revenue from Individual Giving Programs: $50,000 
 
Three most consistently successful individual giving sources: 
  Annual Fund 
  Board Giving 
  Membership 
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Membership Campaign which requires monthly donations: No 
Monthly Giving Program currently utilized: No 
Ever considered Monthly Giving Program: No 
Non-Art Museum #4 
Annual Operating Budget: $392,979 
Development Department Staff Breakdown: 2 full time 
Total Annual Fundraising Revenue: $392,979 
Total revenue from Individual Giving Programs: $217,979 
 
Three most consistently successful individual giving sources: 
  Annual Fund 
  Major Gifts 
  Corporate Foundations 
Membership Campaign which requires monthly donations: No 
Monthly Giving Program currently utilized: No 
Ever considered Monthly Giving Program: No 
Non-Art Museum #5 
Annual Operating Budget: $310,000 
Development Department Staff Breakdown: 2 full time, 1 intern 
Total Annual Fundraising Revenue: $248,000 
Total revenue from Individual Giving Programs: $40,000 
 
Three most consistently successful individual giving sources: 
  Membership 
  Annual Fund 
  Planned Giving 
Membership Campaign which requires monthly donations: No 
Monthly Giving Program currently utilized: No 
Ever considered Monthly Giving Program: Yes 
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Program not implemented because: Staff resources unavailable to manage the 
program in house, processing/managing costs, donor base interested in monthly 
giving too small to recoup costs in short team, unsure of capacity to grow this 
group given the median age of most donors 
Non-Art Museum #6 
Annual Operating Budget: $20 million 
Development Department Staff Breakdown: ? full time, 18 part time, 8 
volunteers, 1 consultant, 2 membership staff 
Total Annual Fundraising Revenue: $6,387,368 
Total revenue from Individual Giving Programs: $2,855,259 
 
Three most consistently successful individual giving sources: 
  Major Gifts 
  Membership 
  Upper Level Annual Fund Program that includes member benefits  
   ($1,200-$10,000) 
Membership Campaign which requires monthly donations: No 
Monthly Giving Program currently utilized: No 
Ever considered Monthly Giving Program: Yes 
Program not implemented because: We are still working on the 
technology/systems to allow a monthly giving program to run sufficiently 
Non-Art Museum #7 
Annual Operating Budget: $9 million 
Development Department Staff Breakdown: 8 full time including membership 
Total Annual Fundraising Revenue: $4,126,222 
Total revenue from Individual Giving Programs: $1,415,000 
 
Three most consistently successful individual giving sources: 
  Major Gifts 
  Membership 
  Annual Fund 
Membership Campaign which requires monthly donations: No 
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Monthly Giving Program currently utilized: No 
Ever considered Monthly Giving Program: Yes 
Program not implemented because: On my list of things to do, simply haven’t had 
time yet to implement 
 
